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ABSTRACT  
Purpose – This paper aims to comprehensively interrogate the concept of brand equity, as 
various scholars have purely explored brand equity from two positions, namely firm’s viewpoint 
(brand equity), and customer’s perspective, Customer Based Brand Equity(CBBE). However, 
employees, an important audience which plays a pivotal role in attaining brand equity and 
creating CBBE is often overlooked.  
Methodology – This is a conceptual paper based on an in-depth literature review on brand 
equity creation from an employee viewpoint, Employee Based Brand Equity (EBBE), and its 
impact on CBBE. Approaching brand equity from an employee outlook is particularly 
imperative as employees can either be enthusiastic about brand equity creation, or sabotage 
brand building efforts. Therefore, this paper proposes an explorative qualitative research 
design for empirical research, where semi-structured individual depth interviews may be 
conducted with managers of a selected B2B South African bank brand. 
Originality – This paper suggests to add two dimensions to the original brand resonance 
model, namely Employee Based Brand Equity and Brand Identity Based Brand Equity a new 
dimension in brand equity literature. 
Recommendation - This conceptual paper proposes an empirical exploration of the 
applicability of the Brand Resonance Model in Business-to-Business financial services in 
South Africa.  
Limitations – The proposed amendment of the brand resonance model remains conceptual 
as it has not been empirically interrogated. 
Key words: Customer Based Brand Equity (CBBE); Employee Based Brand Equity (EBBE); Service 
Brands.    
 
Introduction  
Construing employees’ narrations, and perceptions of their employers’ brands, versus their 
own personal brands is fundamentally critical in brand building efforts. The ideal situation is 
for brands to add positively to employees’ personal brands, as this translates to positive 
Employee-Based Brand Equity. Once this is achieved, current and potential employees 
establish positive associations with an employer’s brand, and may become enthusiastic brand 
ambassadors (Beverland, 2018:69). Employee ‘buy-in’ particularly in service oriented sectors 
such as the financial industry is critical, as employees are an essential dimension in building 
strong bank brands.  
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Employees are an interface between an institutions internal, and external stakeholders 
therefore, their attitudes and demeanor especially in client contact settings become an 
important success or failure factor (Terglav, Ruzzier & Kase, 2016:2).  
Aaker (1996) and Keller (2013) have extensively contributed to brand equity theory, however 
both scholars have merely approached brand equity from two viewpoints, namely financial or 
company based brand equity and customer-based brand equity. Beverland (2018:69-70) 
further extends the brand equity phenomenon by adding two dimensions, namely employee-
based brand equity and channel member based brand equity. The current study seeks to 
explore the former. As noted earlier, employee-based brand equity refers to employees’ 
measurement of their personal brand versus those of employers, while channel partner-based 
brand equity alludes to differential effect of the brand to channel partners such as distributors 
and retailers. Therefore, the research problem of this conceptual paper is situated in the 
domain of brand equity. Firstly, it is not known whether Keller’s (2013:108) brand resonance 
model is applicable in business-to-business financial services in South Africa. Furthermore, 
Beverland’s (2018:83) employee-based brand equity dimension has not been tested for 
applicability in the same sector. Additionally, this paper seeks to explore the relationship 
between EBBE and CBBE. In order to contribute substantially to branding literature, the 
researcher aims to amend Keller’s (2013:108) brand resonance model.   
Literature review  
 
Brands and branding    
 
Marica (2014:573-574) observed a significant paradigmatic shift in brand management, which 
involves positivist to interpretive perspectives. The positivist narration of branding is that the 
brand is owned by the firm (internal stakeholders), whose duty is to communicate the brand 
to receptive consumers; thus, brand equity is understood to be created by the firm. 
Conversely, the interpretivist paradigm views the existence of a brand and attainment of brand 
equity as that which emanates from an interaction between the organisation and an active 
consumer, hence Customer Based Brand Equity (CBBE) (Hanby, 1999; Keller, 2013; Heding, 
Knudtzen & Bjerre, 2009:21-22; Rambocas, Kirpalani & Simms, 2014:313-314). Furthermore, 
a study that was conducted by Liu, Wong, Tseg, Chang and Phau, (2017:199) revealed a 
positive relationship between brand attitude and consumer purchase intention, as brand 
attitude directly influences customers’ purchase behavior. Additionally, service performance 
is a critical dimension in service oriented firms, as it influences the perception that consumers 
formulate about the brand (Krystallis & Chrysochou, 2014:144).  
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Consumers also form brand perception based on their assessment of the people in the 
company, their attitudes, skills and responsiveness to their needs (Schmidt, Mason, 
Steenkamp, & Mugobo, 2017:216). Hence, Aaker (1991), Bravo et al. (2017:02), Veloutsou 
and Guzmán (2017:6-7) suggests that brand managers should entice everyone who is 
associated with the brand to be enthusiastic brand advocates in order to create brand equity.  
 
Brand Equity 
Various brand equity definitions exist but, fundamentally brand equity refers to a brand’s 
strength/assets which reside in customers’ minds (Hazee, Van Vaerenbergh & Armirotto, 
2017:102, Beverland, 2018:68). According to Chow, Ling, Yen and Hwang (2017:23) brand 
equity can be understood to be a summary of all the various assets that formulate a brand, 
and measure its performance. In this regard, Aaker (1996:8) notes brand awareness, loyalty, 
perceived quality and associations as core assets that create brand equity.  While Keller 
(2013:57) aligns with the viewpoint that brand equity consists of the marketing effects uniquely 
attributable to branding. In essence, brand equity exists when different outcomes are reached 
in the marketing of branded products versus that of ‘unbranded’ products.  Furthermore, Keller 
(2013:68) and Chow et al. (2017:72) postulate that brand equity can be approached from two 
perspectives, namely financial-based brand equity and customer-based brand equity. 
Subsequently, brand equity creates value for firms as well as customers (Aaker, 1996:8).   
Customer Based Brand Equity 
The concept customer-based brand equity (CBBE) can be understood, a school of thought 
that approaches brand equity and brand building in general from a customer’s viewpoint. Keller 
(2013:69) posits that customer-based brand equity is the differential effect that brand 
knowledge has on consumer responses to branding activities. Furthermore, these consumer 
responses can either be negative or positive, therefore CBBE can either be positive or 
negative. This paper has adopted Keller’s (2013:108) model as its theoretical underpinning, 
as can be seen in Figure 1.1 below. The brand resonance pyramid depicts sequential steps 
that may yield positive brand equity in brand building efforts. 
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Figure 1.1: The Brand Resonance Pyramid (Keller, 2013:107). 
 
The basic premise of the brand resonance pyramid, is that a brand’s strength is measured by 
how consumers think, feel and act with respect to a brand’s activities. The pyramid approaches 
brand building (particularly the attainment of brand equity and customer based brand equity) 
by clarifying a brand’s identity, establishing its meaning, eliciting responses with the hope of 
establishing a point of resonance with customers (Aaker, 1996, Keller, 2013). In this regards, 
creating Brand Salience with customers translates to brand identity clarification, whiles Brand 
Performance is pivotal in brand equity creation, as this building block depicts how well a 
particular product meets customer’s functional needs. On the other hand, Brand Imagery is 
how a brand attempts to meet customer’s psychological need and how customers associate 
with the brand. Brand Judgment are customer’s rational opinions and evaluation of brands, 
while Brand Feelings depict customer’s emotional responses to branding actions. Finally, 
Brand Resonance depicts how a customer identifies with a brand, customer-brand relationship 
in essence (Keller, 2013:107-120).  This customer-brand relationship is critically important in 
service oriented sectors, as services are inherently perceived to be generic. 
Branding services  
Understanding the inherent characteristics that distinguish services from physical goods is 
fundamental in branding, as in services the company name automatically assumes the service 
brand name (Shanker, 2010:35; Krystallis & Chrysochou, 2014:140; Berry, 2016:5). Thus, 
branding is an essential tool in services, as services are intangible activities that are not 
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necessarily tied to a physical good (Balaji, 2014:1). Furthermore, brand communication is 
critical in services’ branding in order to create awareness, and encourage trail (Berry, 2016:4). 
However, Kemp, Jillapalli and Bacera (2014:133) state that a service experience that is not 
aligned to the value proposition as presented in a communication strategy, may defeat brand 
communication purposes. Moreover, trust is a vital element in branding services like banks. 
Hence, bank employees should master trust as a service dimension in order to see to client’s 
financial needs in pursuit of building strong brands. The adoption of this behaviour as an 
institutional ethos may lead to the development and strengthening of a bank’s brand equity 
(Yoganathan, Jebarajakirthy & Thaichon, 2015:21-22). Trust is thus a fundamental in 
establishing customer loyalty particularly in business-to-business (B2B) sectors.  
 
Business-to-business services  
B2B services require more intimate relationships, and, high level of trust with their 
stakeholders, as they often involve complex business operations. Heirati and Siahtiri (2017:7) 
analysed the effects of customer, and supplier collaboration on B2B services, and also found 
the necessity of long term, meaningful stakeholder relationships. The shift from transactional 
relationship, to bonds between suppliers and corporate clients is also noted by Gounaris 
(2005:135), who however, suggests that trust precedes commitment in B2B services. This 
notion is corroborated by Madhavaram and Hunt (2017:44), who argue that trust alone may 
not be sufficient in customising B2B service, unless mediated by relational commitment.  
Muller, Safarova and Villavicencio (2014:31) further emphasize the role played by employees 
in building strong B2B bank brands, hence they advocate for employees to master a consistent 
interactions with stakeholders for business/brand sustainability purposes.    
Yoganathan, Jebarajakirthy and Thaichon (2015:14) also note a paradigm shift from 
transactional service brand-customer interactions to relationship oriented business practices 
in their research, which observes that bank brands now prioritise relationship management as 
an organisational imperative. Hence, employees’ attitudes in client contact situations need to 
be aligned with what the bank brand claims to stand for. Frontline staff ‘buy-in’ is thus critical, 
as employees can advocate for or sabotage the brand (Wallace, de Chernatony & Buil, 
2013:165; Yoganathan, Jebarajakirthy & Thaichon, 2015:21-22). These business practices 
are fundamental in oligopolistic banking sectors such as the South African (SA) banking 
sector.  
South African Banking Sector  
The SA banking sector is characterised by oligopolistic market structure, as it is dominated by 
few banks, namely Standard Bank, Absa Bank, First National Bank, Nedbank, Investec Bank, 
and collectively they hold 89% of the market share, while Capitec Bank which competes in 
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retail banking has the second largest number of clients (BuzzSouthAfrica, 2017; Businesstech, 
2017; Wanke, Maredza, & Gupta, 2017:362). However, the emergence of Capitec bank 
depicts a sector that is still contestable, hence the reference to the ‘big 5’ banks (Simatele, 
2015:826). SA banks compete and compare favourably to other international bank brands. 
This view is corroborated by the 2017 Brand Finance annual bank rankings which reported 
SA banks among the most powerful bank brands in the world (Businesstech 2017). Standard 
Bank is Africa’s most valuable bank brand, whiles FNB and Capitec are among the top ten 
most powerful bank brands in the world, according to the 2017 Brand Finance Brand Strength 
Index. However, the Land and Agricultural Development Bank of South Africa is the chosen 
reference bank, where the researcher proposes the empirical testing of the brand resonance 
model, as the bank only completes in B2B space. In this regard, the researcher proposes a 
research methodology based on the research problem at hand. 
Proposed research method, objectives and research questions  
As noted earlier this is a conceptual paper, therefore the researcher puts forward research 
primary and secondary objectives, furthermore proposes research method that could aid 
testing the applicability of the brand resonance pyramid in business-to-business financial 
service in South Africa. 
Primary research objectives  
The primary purpose of the current research is to test the applicability of the brand resonance 
model in the South African business-to-business financial services. 
   
Secondary research objectives  
The secondary research objectives are as follows:  
 To explore the relationship between employee-based brand equity, brand identity-
based brand equity, and customer-based brand equity.  
 To amend the brand resonance model by adding employee-based brand-equity and 
brand identity-based brand equity as dimensions that may be critical factors in the 
creation of customer-based brand equity. 
Research questions  
 
Such an investigation will seek to address one primary research question and two secondary 
research questions, namely, 
Primary research question 
 Is the brand resonance model applicable in South African business-to-business 
financial services? 
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Secondary research questions 
 Is there a relationship between employee-based brand equity, brand identity-based 
brand equity and customer-based brand equity? 
 Are there any other brand equity dimensions (beyond the brand resonance model) that 
may affect the creation of customer-based brand equity? 
 
Research methodology  
A researcher’s investigation and posture can either be tested through empirical (applied 
research) or conceptual contribution, and as stated the current paper finds expression in the 
latter (Haydam, 2013). Therefore, the research discourse is inductive, as it is exploring the 
applicability of an existing theory (Babin & Zikmund, 2016:7). Malhotra (2015:119) Brown, 
Suiter and Churchill (2018:158) posits that exploratory research is unstructured and is based 
on small samples that provide insights, and understanding of the research problem. In this 
regard, 25 individual depth interviews will be conducted with the top management of the Land 
Bank of South Africa. Therefore, the sample technique is non-probable judgmental sample 
(Leedy & Omrod, 2010:147; Babin & Zikmund, 2016:348). Various doctoral studies (Marshall, 
1996:52; Bell, 2013:134-135; Steenkamp, 2016:98) deem a sample of from 10 to 25 
participants sufficient to infer in-depth qualitative findings, hence the current study’s population 
will consist of 19 study participants.   
 
Theoretical contribution (Proposed amended Brand Resonance Model)  
Employee contribution in the brand equity discussion/construct is two pronged, primarily 
employees play a crucial role in attaining brand equity, and subsequently facilitate the creation 
of Customer Based Brand Equity (CBBE) particularly in service oriented sectors. As can be 
seen in Figure 1.2 below, this paper proposes additional dimensions (highlighted in red) to the 
original brand resonance model.   
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Figure 1.2: Proposed framework (Adopted from Keller, 2013; Steenkamp, 2016) 
 
 
Various studies (Wong & Teoh, 2015; Steenkamp, 2016; Majid et. 2016) have explored the 
applicability of brand resonance model in service oriented sectors. However, no study has 
incorporated Employee-Based Brand Equity and Identity-Based Brand Equity as critical 
factors that may directly influence attaining Customer-Based Brand Equity. This study 
acknowledges that Keller (2013:108) addresses brand identity clarification as an essential 
dimension in achieving brand meaning, responses and ultimately customer relationships. 
However, the current research posits that brand equity can be approached from a brand 
Brand Imagery 
Brand 
Performance 
Brand 
Salience  
Reliability 
Service 
Effectiveness 
Service 
Efficiency & 
Empathy 
Distribution &
Servicescape 
Price 
User Profiles 
Primary & 
Secondary 
features
Needs Satisfied
Category ID
Purchase & 
Usage 
Situation
Personality & 
Values 
History, 
Heritage & 
Experience
Judgment 
Feeling 
Resonance  
Customer 
Based Brand 
Equity 
Identity 
Based Brand 
Equity 
Employee 
Based Brand 
Equity 
9 
 
identity point of view. In essence, this research puts forward a new dimensions namely Brand 
Identity-Based Brand Equity (BIBBE). This notion is supported by Aaker’s (1996:68) 
categorization of brand identity elements, namely brand-as-product, brand-as-organisation, 
brand-as-person, and brand-as symbol. Furthermore, Keller’s (2013:107) accepts that brand 
identity means creating salience and awareness with customers. This is another validation 
that brand identity directly influences the creation of Customer-Based Brand Equity, hence 
Brand-Identity Based Brand Equity.  
 
Moreover, it remains a quandary whether or not a firm’s brand identity is influenced by its 
employees’ collective personal identities. In this regard, Beverland (2018:69) further 
approaches brand equity from an employee perspective in what he terms Employee-Based 
Brand Equity. In essence, this dimension probes whether employees feel their personal 
brands are worth more or less owing to their association with the firms/brand of their employ. 
The current paper argues that EBBE directly influences CBBE particularly in service dominant 
business-to-business financial service, as these services are largely dependent on 
employees’ behaviour and demeanour (Kemp, Jillapalli & Bacera, 2014:133). Hence, bank 
employees should master trust as a service dimension in order to see to client’s financial 
needs in pursuit of building strong brands. The adoption of this behaviour as an institutional 
ethos may lead to the development and strengthening of a bank’s brand equity, and the 
creation of a positive Customer-Based Brand Equity (Yoganathan, Jebarajakirthy & Thaichon, 
2015:21-22). 
 
Further research and conclusion  
 
The primal limitation of the current research, is that it has not been empirically tested. 
Therefore, the proposed amendment of the brand resonance model remain only a theoretical 
framework. However, this article substantially contributes to branding theory as it puts forward 
new critical dimensions (EBBE and BIBBE) that may directly affect the creation of CBBE. The 
edition of EBBE and BIBBE dimensions to the brand resonance model depicts a 
comprehensive framework that could aid practitioners in creating a positive CBBE.  
Furthermore, this paper proposes further research on the applicability of Keller’s (2013:108) 
brand resonance model in business-to-business financial services in South African. The Land 
Bank of South African is the proposed reference institution where the model could tested for 
applicability. In essence, this paper’s adopts an optimistic approach on how positive BIBBE 
and positive EBBE could yield positive CBBE. 
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